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Introduction 
The goal of the project was to determine two to three forest products from north/central 
Minnesota certified land, with the intention of identifying the best markets for these 
products, and the best strategies for reaching those markets. 
 
Initially, six products and species were selected as the most promising, from which 
flooring, paneling and pallets came out as the top products, ash, oak, birch and aspen as 
the top species (see Appendix 1 for details). Whether by coincidence or not, the chosen 
species can conveniently be used for the three chosen products. The methodology used 
was to first identify the markets for these products, then to survey the purchasers of wood 
products in those markets via phone interviews. The rest of this report is therefore 
prioritized around the survey findings for each market for these three products. The 
surveys themselves, with my detailed assesments, can be found in the appendicies at the 
end of the report. 
 
Recommendations 
Before launching into the individual products, I have some general, cross- product 
recommendations: 
1. Firms with COC cert should be identified as such in the Secondary Wood Products 
Manufacturuers Directory. It could just be a line under their name: FSC Chain-of-
Custody certificate holder. At the beginning of the directory it could say: A firm listed as 
FSC COC holder maintains certification from the Forest Stewardship Council. More info 
can be found at www.fsc.org. If kept this simple and direct, it could be informative and 
unbiased. 
 
2. Use free publicity to raise awareness of FSC forests and products in Minnesota. The 
local morning television shows or Minnesota Bound would almost certainly be willing to 
do a story on this. Get an intern from the mass comm department to help. 
 
3. Also, future endeavors might want to examine the market for certified cabinets. With 
250 cabinet manufacturers in Minnesota, cabinets offer a very good opportunity to 
increase the visibilty of certified products. 
 
4. In any communication, it must be made clear that just because sources are renewable, 
or biodegradable, they are not necessarily eco-friendly. Sure, it’s bamboo flooring. Do 
you know where that bamboo came from? 
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PALLETS: 
Top markets:  
• Organizations that make environmental or socially responsible claims (e.g. natural 
fertilizer or cleaning products producers) 
• Grocery Wholesale and or Cooperatives  
• Retailers in general (Best Buy, Target) 
 
The survey only addressed the first two of these three markets: 18 different grocers, 
natural cleaning products manufacturers, natural fertilizer manufacturers, and grocery 
cooperatives. It should be noted that some of those surveyed did not purchase pallets, but 
received them as part of their supply packaging. 
 
Findings: 
• Overwhelmingly, natural products producers and distributers care what kind of pallets 
they are using. 
• Overwhelmingly, they are unaware that using certified wood pallets is an option. 
• They are further unaware that pallets absorb so much of the hardwood in the US.  
• Universities or other independent groups were indentified as the most trusted for 
information concerning environmental choice.  
• Trade journals and vendors were named as the most likely places to find new 
information. 
• These are small, local organizations looking for relatively small quantities of pallets 
(often under 1000 per year). 
Obstacles: 
• The most significant obstacle to securing the market for certified wood pallets is the 
prevelant assumption that they will cost more.  
• The Minnesota Office of Environmental Assistance is endorsing plastic pallets, but 
not certified.  
 
Recommendations: 
Focus on the environment: Because these groups are already concious of environmental 
impacts, it would be very worthwhile for any communication in include information on 
the large impact pallets have on wood resources in the US. 
Stress local supply chains: In the same vein, these organizations are likely to respond to 
the fact that these are LOCAL pallet producers creating pallets from MINNESOTA 
wood.  
Advertise, address cost: As one buyer noted, without advertizing, he doesn’t „know 
where to get it.” Similarly, an advertisement would be the appropriate place to address 
the cost issue, which is such a concern. 
Hit them where they read (trade journals) and with the people they will listen to 
(independent groups): An „ambush” approach with articles and interviews in organic 
farming and natural products trade journals and green grocers newsletters (see Appendix 
2). First, articles by and interviews with university professors or professionals from 
another independent group. Also, it would be best to include distribution and logistics 
trade journals on the hit list, planting marketing info on the growing demand for certified 
pallets. 
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Explain the benefits of certification, and link between the two forms: Because most 
of the firms contacted claimed to be organic in some way, it is important to draw the 
parallel between certified organic farm products and certified wood pallets, certification 
being the ONLY way to know that the wood comes from responsibly- managed sources. 
Take advantage of other government agencies: the Minnesota Office of Environmental 
Assistance (OEA) could be on board with the MDNR to encourage the use of certified 
pallets.  
 
♦Retailers in general (Best Buy, Target)* 
Recommendations: 
• Direct mail brochure: on corporate responsibility, specifically comparing them 
to other companies that have made the leap to carrying (or using) FSC products 
(Home Depot or Office Max). Also, stress that this is ONE way to link their 
company local community (especially important to Target). 
*This market was not surveyed. 
 
MORE CERTIFIED PALLETS: 
Many of the firms surveyed are recycling pallets in an effort to conserve resources. To 
increase the number of certified pallets being produced in Minnesota, it would probably 
be best to aim at the firms already recycling pallets. There are three or four pallet recyling 
businesses in the twin cities alone (eg Pallet Service Corp in Maple Grove, Minnesota. 
Contact: Robert E. Wenner. Pallet Service Corporation is a local and national pallet 
provider for new, recycled, repair, rental, retrevial and recycling services). The new 
volume credit system will make it easier for these firms to become certified. 
 
FLOORING: 
Though the research reveals some potential here, it is important to remember that the 
flooring market is declining, and it is very difficult to break into a declining market. 
There is some indication that the future of homebuilding will be to reduce the emphasis 
on resale value (leave the house like an empty box so it is resalable) and to instead begin 
customizing the home. Flooring manufacturers would therefore do well to create 
customized products. This could include anything from new stain colors to designs burnt 
into the wood and sealed to individualized trims around the edge of the floors (puppy 
dogs, flowers, birds!!). The point is, our process in this project is limited because we 
picked existing markets, to go beyond this would be beneficial. 
 
Top markets: 
• Residential homebuilders 
• Interior designers 
• Local (not-so-big) retailers 
 
Residential homebuilders: 
Findings: 
Some builders, those registered with USGBC, checking the MOEA website, and 
shopping at the ReUse Center, are already interested in using green materials. 
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Obstactles:  
• Builders develop very strong tries with their vendors. The major problem with this 
market is that while SOME builders are internally motivated to use green building 
materials, from my research is seems that most are only externally motivated to do so. 
For this reason, it will have to be homeowners who put pressure on the builders, who 
will then put pressure on their vendors to carry certified wood flooring. If this is the 
case, then we need to focus on homeowners more than builders. 
• Availability: Builders depend on constant supplies of consistent-quality flooring. 
There seems to be an odd assumption that certified flooring is somehow „different,” 
possibly because it is associated with ‘character wood.’  
 
Recommendations:  
Address concerns, Re: quality and availability: It is very important that builders 
understand that they can recieve continuous supplies of high-quality wood, the only 
difference being that it comes from responsibly managed forests. 
Work with small, local builders: The reasons for this are twofold: first, small builder 
will be content using small suppliers. Second, nationwide builders use a nation-wide 
vetting process inappropriate for our flooring and paneling producers. 
Reach them where they already are: The builders that are already interested in green 
building are not always using FSC wood. These will be the easiest target by far. It would 
be worthwhile to develop a list of the resources used by these builders (like those noted in 
Findings, above) and advertise there (see Appendix 3 for a preliminary list). 
 
Retailers: 
The ReUse Center: 
The only Twin Cities retailer working the green niche reports that 85-90% of their 
customer base is in the residential market, 75% of which are homeowners, 25% 
contractors. Of the 25% in the commercial market, it is contractors, few of which ask for 
FSC, but often discover it ‘accidentally.’  
Also, the ReUse Center has begun a marketing campaign which includs radio 
advertisements. Also, customers claim to have heard about the Center via word-of – 
mouth at conventions and trade shows.  
Recommended practices of the ReUse Center: 
Keep samples of certified wood onhand.  
Co-marketing of salveged and certified wood gives customers more options. 
Consignment is working well, currently they are doing 25% consignment.  
Mistakes to avoid: short supply. Neither the variety nor quantity was there for some 
months, a difficultly for both the ReUse Center and their customers. 
 
Findings: 
• Retailers listen to other sources (builders association, market research, customers, 
product reps) to help them make decisions on what to carry. 
• Though reatilers do not necessarily seem opposed to carrying certified flooring, 
they are not enthusiastic about it as an ecological choice. It was more of a market 
decision. 
Obstacles: 
 6
• Retailers are not working a niche. With the exception of the ReUse Center, there are 
not ‘green’ retailers, and therefore, no easy bundle of retailers for us to target. The 
motivation to carry green products is more a response to market conditions; in this 
case, a response to the trend for homeowners to buy ecologically responsible 
products. 
• Cost: Because some of these are small, family-owned stores, they do not have the 
capital to pay any extra for products with which they will get little or no premium. 
Unfortunately, not all would even consider carrying on consignment.  
• Availability: I believe retailers are used to having a wide variety of manufacturers 
to chose from. It is possible that the limited numbers of firms in Minnesota will be 
discouraging. 
 
Recommendations: 
Influence them: The good news is that retailers are sincere about catching trends in the 
market, and rely on outside sources to discover what those trends are (builders 
associations, wholesalers, and product reps). 
Play to their motivations: Again, besides the ReUse Center, retailers are not internally 
motivated to carry certified wood. It must be made clear to them, through advertisements 
in Minnesota Monthly, Minnesota Business, design magazines, or via wholesalers, that 
the market is ripe for sustainable materials. 
 
OVERALL, however, I would sincerely stress that trying to market to the builders and 
retailers would be remiss. From my research, it is my impression that they will not be 
forced into carrying products their customers are not demanding, or that they are not 
internally motivated to use. The builders and contractors that are already interested in this 
are buying from the ReUse Center already. To get to others, we need to market to 
homeowners. The homeowners I feel are most likely to take interest in these products are 
the ‘cultural creatives,’ or similar types. I have no evidence to back this up, but being a 
child of the age, I would say that the first place ecologically-sensitive people will look for 
„eco-friendly” building supplies or builders/designers will be the internet. Any Googled 
combination of: 
eco-wood, minnesota, mn, earth – friendly wood, sustainable forest or sustainable 
timber or sustainable forest products or sustainable flooring 
Besides homeowners, the market I percieve to have the greatest potential will be 
architects and interior designers. For the sake of their jobs, these are the people most in 
touch with the cutting edge. They also the people who are specifying materials. 
 
Interior Designers: 
Findings: 
• Unlike for builders or retailers, the decision to design using green principles is often 
internally motivated (i.e. as an established component of the firm’s philosophy). 
• Interior designer that are designing LEED certified buildings are not always using 
FSC products to fulfill LEED accredidation. 
• Interior designers rely heavily on product reps and the internet to find new 
materials. 
• Design firms are starting to feel that in order to compete, they need to at least be 
able to design with LEED, whether they apply the principles in every project or not. 
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Obstacles: 
• The idea of green: When designers want to use green products, they look for 
biodegradable or renewable resources. 
• Availability (general): Availability is certainly an issue as far as designers being 
comfortable that they can design a building or home and expect that their 
specifications will be met without  a problem.  
• Availability (of this ‘unfamiliar’ product): However, some interior designers 
seemed to be under the impression that certified wood was somehow different than 
other wood. For example, one designer said he had concerns about the limited 
options in certified flooring. Another said that it would be a problem down the line 
if they need to make an addition to the house. While we don’t want to advocate this, 
technically if this deigner was using certified maple flooring, and couldn’t find it 
when he was doing the addition, ANY maple flooring would do.  
 
Recommendations: 
BAMBOO isn’t always ‘green’: Bamboo flooring producers are touting themselves as 
being eco-friendly. FSC flooring should be deferentiated via the claim to certification 
(i.e. was that bamboo harvested by children? Was is converted? Is the money being used 
to fund a war!??!) This information could be provided via presentations at local design 
conferences or events and seminars on green building (ASID, International Market 
Square) 
Link certified wood and LEED: Though designers seem genuinely committed to LEED 
or other green building, there is a disconnect on how FSC can be used to their advantage. 
Establish availability: Promoting certified wood products before they are easily 
accessible will only serve to frustrate designers and make them wary of certified products 
in the future. If designers will only be able to specificy certified wood for small, 
residential projects, and perhaps only two or three a year at that, this must be made clear 
to them in the marketing process. There are numerous flooring and paneling 
manufacturers in the counties surrounding Cass and Aitkin using species which are 
available certified (see Appendix 4). 
Go through designers most utilized resources, the internet AND the product reps: 
Designers discover new materials most commonly via their product reps or the internet. 
Either promote certified wood products to designers by linking north/central Minnesota 
producers to local distributors- the kind who employ product representatives, and/or 
create a website for secondary wood product manufacturers in Minnesota with 
procurement information. 
What is certified wood anyway? Whatever method of communication, designer must 
understand that certified wood is just wood. It is maple or ash or oak with your favorite 
stain and it comes from responsibly managed forests. 
 
PANELING: 
The top markets for paneling are the same as those for flooring, so most strategies for 
these can be combined. Though most interior designers claimed to seldom specify 
paneling, two also said that they use some paneling (though sometimes just a little) in 
almost every product, and many claimed they were likely to use lots of paneling 
depending upon the project. 
The ReUse Center said that their customer base was the same for paneling as it is for 
flooring (85-90% of their customer base is in the residential market, 75% of which are 
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homeowners, 25% contractors), and that the paneling available sold very quickly. (see 
Interior Designers, Builders, and Residential surveys for specific questions on paneling) 
 
APPENDIX 1 
In the left column is the position, on the right is the species and number of votes it 
received in that position  
 
 
 
APPENDIX 2 
Local Oganic Journals/Newsletters: 
• Rollin’ Oats Journal. http://www.lindenhills.coop/rollinoats.html-   
• LABELS: Linking consumers and producers Produced by the Institute for 
Agriculture and Trade Policy for Consumers Choice Council, 1997-present. 
• The Land Minnesota's Favorite Agriculture Magazine; Archives: 1998-present. 
• North Dakota Agricultural Research From North Dakota State University. An on-
line journal of reviewed research relevant to a broad based agricultural industry, 
1997-1998.  
• The Organic Pages Online. 
http://www.theorganicpages.com/topo/searchcompany.html Specifically: 
http://www.theorganicpages.com/topo/commercialactivity.html?ca=farmsupplies 
• Minnesota Institute for Sustainable Agriculture. Sustainable Agriculture 
Newsletter. This could be a very good place to advertize. It’s a partnership 
between the University and Sustainer’s Coalition.  http://www.misa.umn.edu/ 
• Land Stewardship Project. Land Stewardship Letter. Aimed at Organic Farmers, 
but could speak to anyone. I like this because it is very local.  
• http://www.landstewardshipproject.org/index.html 
Products Top Three: flooring, paneling, pallets 
Most 1s and 2s: Paneling, flooring and pallets 
2: Pallets, lumber 
3: Pallets (3), lumber (2), mulch, flooring 
4: Lumber (3), pallets (2), paneling (2) 
5: Ornamental (4), mulch (3), carving block 
6: Ornamental (7), mulch (2), carving blocks, lumber 
7: Mulch 
8: Firewood, biomass (same as with pine) 
Future: Cabinets (250), Countertops (almost 100), found in blue book, Aspen flooring 
Species Top 3: Ash (7), oak (5), birch & aspen (3), tamarack & basswood (2) 
1: Ash (2), oak (2), maple, basswood, birch, tamarack 
2: Ash (4), aspen (2), birch (2), basswood                             
3: Oak (4), ash (2), aspen, tamarack                                                               
4: Maple (4), birch (3), ask, aspen 
5: Tamarack (3), birch (2), oak, basswood 
6: Tamarack (3), maple (3), aspen 
7: Aspen (3)   
Future: Pine!!-note users and uses (producers of uses, whether they’re using it now or not) 
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• Midwest Organic Services Association, Inc. Organic Certifiers for the Midwest. 
Newsletter: The Organic Cultivator      http://www.mosaorganic.org/ads.html 
• http://www.moea.state.mn.us. This is not a journal, but might be consulted by the 
same people. The website says: The MOEA can answer your questions about 
reducing pallet waste. They are currently advocating plastic pallets, but I did not 
see anything about certified pallets. In addition, staff are available to make 
presentations, offer referrals, and provide you with additional resources on source 
reduction. For more information, call the OEA at 651-296-3417, toll-free 800-
657-3843. 
 
National: 
Natural Foods Merchandiser. Do they have a paper version of this? Cause it’s got 
EVERYTHING. There is a space for advertizements. 
http://www.naturalfoodsmerchandiser.com/ASP/home.asp 
 
Export: 
Minnesota office of US Export Assistance Center newsletter: Export Newsletter. 
http://www.exportassistance.com/index.html 
AgExporter Published by USDA Foreign Agricultural Service, 1996-present . 
AgMotion Inc. AgMotion is a total solution provider for multiple levels of the Agri-food 
supply chain. AgMotion serves the technology, commodity and risk management needs 
of processors, manufacturers, growers and logistics providers within the food, grain and 
feed industries. We are based in St. Paul, MN and have offices in Minneapolis, MN, 
Fremont, NE and Mexico City. 
 
The following journals focus on renewable energy. These producers might need pallets. 
Also, organic farms or other natural products producers might read these journals. 
Local: 
• Center for Producer Owned Energy 
http://www.mncpoe.org/Newsletter%20Page/Monthly%20newsletter.htm Monthly 
Newsletter. In addition to providing assistance to energy related projects, the 
Center and AURI strive to keep Minnesota residents and key audiences informed 
about developments in renewable energy. This includes the publication of a 
monthly newsletter which highlights activities in renewable energy and value-
added agriculture. This newsletter can be downloaded by clicking on the links 
below. 
• http://www.mnbiomassexchange.org/ This site links biomass suppliers with 
buyers. Some of the stuff, like sawdust, might be transported with pallets. 
• http://www.bbibiofuels.com/energy/ Ethanol Producer’s Magazine and Biodiesel 
Magazine. Both Published in Grand Forks.  
 
National: 
• National renewable energy news coverage. 
http://www.renewableenergyaccess.com/rea/news/story?id=34183 
• Commercial Hemp-This quarterly trade journal for the industrial hemp industry 
reports on the latest hemp products, legislation and conferences.  
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•  Hempworld: The International Hemp Journal- A quarterly journal reporting on 
the latest developments in the industrial hemp industry. 
• Energy Independent, The. This monthly newsletter focuses on production and 
marketing issues for the ethanol and biomass industry. The publication tracks 
news and events, and profiles companies and people in the industry. 
• Biomass Monthly-  The Biomass Monthly is a review of the major environmental 
and electricity issues affecting biomass power. It informs policy-makers, 
researchers, and developers about current regulatory activity and market 
opportunities regarding biomass power in the U.S. and internationally.  
 
APPENDIX 3  
Resouces used by green builders: 
• http://www.moea.state.mn.us/greenbuilding/residential.cfm 
• http://www.thegreenguide.org/article/home/building 
• The Minnesota Sustainable Design Guide, developed by the Center for 
Sustainable Building Research  www.csbr.umn.edu  
• National Builders Association. A relationship with NBA could be used to find 
focus group participants, space for green building/ fsc certified wood presentation, 
provide FSC books/booklets on builderbooks website, also advertise in 
newsletters or chapter websites. Central MN BA (St. Cloud, 
http://www.cmbaonline.org/roster.cfm); Lake Region BA (Detroit Lakes), 
Headwaters BA (Bemidji), Mid-Minnesota BA (Brainerd, 
http://www.midmnba.org/). 
 
Future marketing efforts should focus on ‘green’ and local builders: 
• Natural Space Domes. 37955 Bridge Road, North Branch, Minnesota 55056. 800-
733-7107. 
• Barbour and LaDoucer Architecture, who make public as well as residential 
buildings http://www.barbourladouceur.com/index.html.  
• Whole Builders Cooperative. http://www.wholebuilders.com/ 
• Any of the Northern Minnesota Log Homes Builders. 
 
APPENDIX 4 
Flooring and paneling producers, not-yet-certified, but relatively close to Aitkin county: 
COUNTY Company – product (wood) 
AITKIN     Palisade Supply Inc, - flooring, paneling (ash, basswood, aspen) 
BECKER  Country Wood Products, Inc. –flooring, paneling (ash, red oak, birch) 
BENTON  John’s Wood Shop – flooring, paneling (ash, red oak, birch, aspen)  
HUBBARD Forbes Wood Products Co -flooring, paneling (ash, red oak, birch) 
HUBBARD Park Rapids Hardwoods-flooring, paneling (ash, red oak, birch) 
HUBBARD Wicks Wood Products-flooring, paneling (ash, red oak, birch, aspen, 
basswood) 
ITASCA    Etter Lumber and Timeber-flooring, paneling (ash, birch, aspen, basswood) 
TODD          Headwaters Forestry -flooring, paneling (ash, oak, birch, aspen, basswood) 
WASHINGTON   Lake Elmo Hardwood Lumber -flooring, paneling (ash, oak, birch, 
aspen, basswood) 
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Ask Builders: 
1) Approximately how many homes do you build per year? 3 lg renovation 
projects; 20-25; 800-900; $100,000-$3.4m various; we do 80% additions, 
depending on size, could be 20-80 projects/yr; multiunit res- 20 projects (various 
units 50-130- 267) 
Four of these are relatively local, though some build much larger projects than others. A 
national builder was, of course, the largest, with eight to nine hundered single family 
homes per year. One  building firm located in the Twin Cities, builds roughly twice that 
number of multi-family units. The smallest builder, with 3 to 4 renovation/remold projects 
per year, was a green builder. 
 
2) Do you consider environmental issues in your purchasing decisions? 
Absolutely; Yes; No; Sure; Depending on the homeowners; Yes, we are looking 
into doing so more. 
Four out of six affirmative: 75%; one client driven; one no consideration. 
 
3) Have you ever considered carrying your own brand of wood flooring as a 
way to differentiate yourself from other builders? Not really; No; No; Not 
flooring- most used windows to lock in sales; No; No 
One had considered branding, but that was in windows. 
 
4) Are you familiar with environmental certification? (If no Meredith explains) 
Yes; Not really; No; Yes, not details; A little; A little; 
Four of six: 75%, have heard of certification. 
 
5) Would it be beneficial to your company to have easy access to flooring made 
from certified wood? Yes; Yes; No- national suppliers; Maybe helpful for client; 
don’t know- maybe 
Yes- 2 
Maybe- 2 
No- 1 
 
6) If no, what would say is your primary concern before you would consider 
building with certified wood flooring? No real concerns, sometimes cost, but 
really access; quality; price and availability because we have national suppliers; 
cost, quality- has to be exactly what you expect; availability; cost 
No concerns- 1 
Cost- 4 
Availability- 3 
Quality- 2 
Thinking logically here, if we reach builders of higher-end flooring, cost will not be an 
issue, but the quality is then a real concern. This could be combated by combating the 
notion that certified flooring is somehow „different” (we are not talking character wood, 
here!). Also, availability: **These people rely on their vendors (and use the same ones 
for decades) because they know the stuff will show up when they need it. So vendors need 
to be sure they can attain a continuous supply. 
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7) How did you come to use your current flooring vendor or vendors? Green 
network, USGBC; history; relationships, pricing; history- tradesmen, 
subcontractors, reliable; word-of-mouth; history; bids 
**See above 
 
8) Where do you locate those new materials or new vendors? 
 
Trade shows: 2 
Journals: 2 (Environmental Building News) 
Internet: 1 
Word-of-mouth: 1 
Architects: 2 
Product reps: 2 
Vendor: 1 
Though this is information is not useless, upon reflection, this question was not written 
about flooring and paneling, and therefore I suspect the answers are also not about 
flooring and paneling. From question seven, I think contractors hesitate to switch 
vendors, unless one really outbids another. Nonetheless, these builders are clearly 
listening to architects and product reps, and if they start asking current vendors for 
something, those vendors will likely start carrying it. 
 
 
Retailers: n = 5  (results not presented for this survey because of privacy concerns) 
1) Would you say environmental issues such as sustainability is one of your 
considerations in determining which woods to carry? 
 
2) Are you familiar with environmental certification? If no, Meredith explains 
 
3) To the best of your knowledge have any customers inquired about certified 
flooring or paneling?  
 
4) Do you currently carry certified materials? 
 
5) If you are not currently carrying certified wood why not? 
 
6) What are your concerns about carrying certified wood?  
 
7) Would you consider carrying this on consignment?   
 
8) How do you decide to carry the woods that you do have?  
 
9) Who most often inquires about paneling - builders, designers or 
homeowners?  
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Designers: 
1) Does your firm generally design residential or commercial buildings?  
Commercial; Commercial; Commercial; residential; both; comm; residential; both 
I decided for the sake of determing field-wide „awareness” of certified wood, I would ask 
even commercial designers. 
 
2) How many projects does the firm (or do you) design per year? Prob 60; not 
sure; 10-12 major projects; projects: around 35 (est.); projects- 12; projects 150; 4-5; 40 
sfh 300-400 units 
Commercial: 60, 10-12, 150 
Res: 35, 4-5, 12, 40 single family homes, 300-400 units 
1 Unknown 
Wide variety here. 
 
3) Have you ever designed a project based on LEED or other environmental 
principles? Yes; No; No; Yes; other; yes; yes; yes 
 
6 out of 8 affirmative: 75% 
 
4) (If a known green firm) Is the motivation to design using LEED/environmental 
principles internal (firm philosophy) or external (client-driven)? Both reasons, reduce 
env. impact, and in san fran we have to; only if required to (customer); customer-driven; 
philosophy- to help people; internal; clients; both reasons; several were internal 
decisions, a couple were client decisions 
Again, there is a variety of answers here, some say they have to AND want to, some say 
it’s all external and still others say it’s all internal. 
**see below for full interpretation 
 
5) Are you familiar with wood certification as a LEED criteria? No; A little bit, 
heard of it; No; Yes; Yes; No; yes; yes 
5 out of 8 affirmative: 62%. 
** see below for full interpretation 
 
6) How often do you use certified wood flooring or paneling to fulfill LEED 
requirements? Not sure; 0%; 0%; 10% (not sure); twice 
Clearly the total here is very little, if at all. 
**I feel that the previous three questions really have to be looked at in combination to be 
useful. Whether firms are using LEED principles or client demand to guide their design, 
for some reason they are familiar with certified wood as a LEED criteria and yet NOT 
using it to receive points. Why not? 
 
7) If no, what would say is your primary concern before you would consider 
building with certified wood flooring, IF YOU HAVE ANY? Not aware; Cost; Not 
aware; general contractor does purchasing; cost, availability; no concerns- expect 
contractor is not sure where to locate certified wood; limited opitions 
 
Predictably, the hinderences are both cost and availability. That said, in conversation, 
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most designers owned up that availability was MORE of a concern. As one noted „for 
high-end clients, cost doesn’t matter.” And another: „people always say they’re worried 
about cost, but if you look, stuff usually isn’t that much more [expensive] anyway.” The 
lack of awareness answers are coming from the same two designers who do not design 
with LEED, so they’re really in a different ball park. The „limited options” answers 
indicates a misunderstanding over whether certified wood is like „normal” wood.. 
 
8) Where do you find vendors for your building materials? 
Product reps: 5 
Trade journals: 3 (interior design, architect) 
Web: 5 
Trade shows: 1 
Contractors: 2 
Wood broker: 1 
 
9) How often do you use wood paneling in either homes or commercial 
buildings? Comm- not very.  Small detail places (like reception desk) cabinet. not a 
whole wall. More synthetic products. For cabin, yes; Sometimes- courtrooms. Plywood 
for library. Or real wood; Not very often. Maybe 1 or 2. more gyp or another product. 
Some cork or steel, but not paneling; every project has some, but it might only be a little- 
aesthetic; all the time some in every pro; 10-20%; not often-10%; almost never 
 
Wood paneling is more popular when used as detailing than „whole wall” with the 
exceptions of particular projects such as libraries, cabins, and courtrooms. 
 
Extra: One firm (with four nation-wide locations) is paying for its designers to get LEED 
certification, while another firm flatly refused. Availability is more important in 
commercial stuff, and if they’re going to renovate they need something common. 
Whereas residential might more common. Last year more calls in the last 3 about green 
products. Some firms are only requesting environmentally sound products. People think 
it’s green because it’s all biodegradable and renewable. Zebra wood- black and maple 
veneer. On paper backing. Specialty binder, true paper or bamboo fiber- biodegradable, 
sewn. Arrow root is new material for fiber. 
 
 
PALLET BUYERS SURVEY: 
Q1: Are environmental issues like sustainability one of your considerations in 
selecting pallets? 
By percentage of those who buy pallets: 
Yes- 56%* 
No- 25%** 
Iffy no- 12% 
Don’t know- 6% 
 
*clarified: but after cost; we have certain specifications 
**clarified: but we recycle 
 
Q2: Do you buy (RECEIVE) some kind of environmentally friendly pallets today? 
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e.g. Recycled?  What type of certification? 
YES: 
Used or rebuilt- 87% (not just attachment, taken apart and remade- recycle as much as 
possible, customers require some new; Concerned about harvesting) 
Wood – 19% 
In-house repairs for reuse- 12% 
Limit purchases- 6% 
Local- 6% 
Plastic- 6% 
Certified- 6% 
 
Don’t know- 12% 
No- 6% 
 
Q3: If your vendor could provide you the option of pallets- (EITHER BOUGHT OR 
RECIEVED AS PART OF THE PACKAGING OF OTHER SUPPLIES) that could 
be clearly demonstrated as coming from responsibly – managed forests would that 
be beneficial to your company? 
No-  22% (2 concerned about cost) 
Yes- 38% (but don’t believe it’s possible); (2 said contingent on cost) 
Yes (enthusiastic)- 44% 
Not necessarily beneficial, but interested- 16% 
 
Q4: Are you familiar with environmentally certified pallets? If No- Meredith 
explains: Certification is a process of verifying the wood in a product comes from forests 
that are sustainably managed, and is designed to let those customers who care, identify 
wood that definitely comes from sustainably managed forests. Basically, with 
certification the forests are inspected, and the wood is tracked and, potentially, labeled in 
a manner that gives the user choice. (It’s the ONLY way to know where your wood 
comes from) 
 
Sort of- 11% (via coffee) 
Yes- organic food –33% 
No –50% 
 
Q5: If aware of cert. and not buying certified pallets, why not? 
 No advertising, so don’t know where to get them; Cost; Existing relationships, 
availability and cost 
 
Q6: Which of the following sources of information do you trust the most to 
determine whether something is good environmental choice? 
First Choice: 
Someone Personally known –28% 
University/Independant Group- 22% 
Industry-22% 
Environmental groups-11% 
Government-11% 
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Second Choice: 
University/Independant Group-33% 
Someone Personally known to me-17% 
Industry-17% 
Government-11% 
Environmental groups-11% 
 
None- 5.5% 
 
Overall Ranking (1st choice as 5 pts, 2nd choice as 4 pts): 
University/Independant group – 44 
Someone Personally known to me – 37 
Industry – 32 
Environemntal groups – 18 
Government – 18 
 
Q7: Which of the following methods is the best way to provide you information 
about environment choice? (Pick one or two)  
Trade journals-50% 
Vendor- 39% 
Advertizing- 28% 
Trade shows- 22% 
Promotional literature- 17% 
Labels-17% 
Word-of-mouth- 11% (farmers, certifiers) 
Email flags- 5.5% 
 
7a: How did you come to use your current vendor? 
Decided elsewhere- 17% (probably based on price) 
Warehouse or Trucking- 17% 
From before- 11% (proximity, price) 
Word of mouth- 11% 
Employee- 5.5% 
Online search- 5.5% (for Europallets) 
Shopped around- 5.5% 
Picked the only one in the area who reconditions pallets!!- 5.5% 
 
Not sure- 11% 
 
Q8: Do you have any unusual specs?  
Standard-83% 
Stuff going to EU not standard-5.5% 
Other, not standard- 5.5% 
 
8a: Are your pallets kiln-dried? 
Don’t know- 39% 
Some-11% 
Yes- 28% 
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Q9: How many do you use annually? 
0-500 – 38% 
500- 1000 – 17% 
1000-5000 - 11% (2500 used, 1200 new and 90,000 but 9600 new) 
5000-10,000 – 22% 
almost 100,000 – 5.5% 
